The guest editorial team of this special issue is announcing a call for papers that seeks to enhance our understanding of the processes of diffusion and adoption of innovation in "retro" industries.
Therefore, retro-based industries mix innovations and elements from the past that were fashionable for some times, disappeared and came back into fashion again. This approach is commonly used in art, design (IKEA reviving the 1970s bright colors and shapes), fashion (Karl Lagerfeld revived Coco Chanel's tweed outfit from the 1940s), music (the singer Adèle reviving the soul music from the 1950s), etc.
While most academic research focuses on innovation and its positive impact for the organization or on industry level; little is known on the origins, processes and impacts of such retro-based industries.
Diffusion and adoption of innovations might be hampered by various types of factors (Schiavone and Macvaugh, 2010) whose intensity might change across industries. Retro-processes can be analyzed from different perspectives. First, while in some industries innovations replace old products/processes very quickly; in other sectors old products/ processes still compete with new ones before eventually exiting the market. Second, concepts such as traditions or nostalgia might play a major role in better understanding retro-based industries. Finally, consumer characteristics (age, attitude towards change, etc.) might influence retro-industry dynamics.
We welcome papers that analyze and interpret how radical and/or incremental innovations enter and diffuse within such industries of incumbent "retro" technologies and/or products. In particular, we would like to receive papers highlighting somehow how companies implement and support these processes through their strategic, marketing, innovation, or brand management activities.
Potential contributions may include, but should not be limited to theoretical and empirical papers that consider the following: 
